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Ski Tourism in Norway 2024 Winter
Season

The purpose of this report is to provide an insight into ski
tourism in Norway during the 2024 winter season and to
provide some insight into findings relating to potential ski
tourists from Innovation Norway's target group study.

The Tourism Survey is an important source of insight on tourism in Norway.
Interviews are conducted with Norwegian and international tourists
throughout the entire country, all year round. This report focuses on
international ski tourists visiting Norway between January and April 2024.
In this report you can read more about how much money the tourists
spend, where they come from, what they do during their holidays and how
happy they are with the various aspects of the offerings and their holidays
overall.

The data collection was conducted by Norstat and the report has been
drawn up by Epinion and Gyger in close collaboration with Innovation
Norway.

The report is divided into six different insight topics from the Tourism
Survey. The market potential for ski tourism has been determined based
on the target group study. The appendix includes an overview of survey
data, as well as further specification of how weighting and expenditure
were calculated.
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https://business.visitnorway.com/no/rapporter/segmenteringsstudie/oppdatert-malgruppeinnsikt/

Half of Danish winter tourists are very
satisfied with the price in terms of the
quality of their skiing holidays in
Norway. This is a much higher level
than before the pandemic.

No less than 39 per cent of all ski
tourists are very satisfied with the price
in relation to quality. This figure was
only

12 per cent during the winter of 2019.

Although ski tourists get more for their

' money when holidaying in Norway,

43 per cent of Danish ski tourists say
that “Good food at restaurants and
eateries” is not relevant to their
holidays when asked about
satisfaction. There is still great potential
for getting Danish ski tourists to
participate more in the tourism
offerings available at skiing
destinations.

Summary of findings

Value for money Cro;;—i(;‘:usnktizzll:nd Expenditure has increased

The vast majority (77%) of ski tourists
participate in alpine skiing during their
holidays in Norway. 1in 4 alpine tourists
also participate in cross-country skiing.

34% of ski tourists participate in cross-
country skiing. 6 in 10 cross-country ski
tourists also participate in alpine skiing.
This means that only 14 per cent of ski
tourists participate in cross-country

skiing only and do not combine it with
| alpine skiing.

The tourists who visit Norway from
countries outside of Scandinavia
increasingly participate in cross-
country skiing and are more interested
in experiencing many types of outdoor

. activities and cultural offerings during

their holidays in Norway.

Daily expenditure per person remains
relatively stable compared to 2019, but the
total expenditure per person and per travel
party has increased considerably compared
to 2019. This is because skiing holidays
have become longer and travel parties have
become larger following the pandemic.

There are considerably more families with
children choosing to take their skiing
holidays in Norway. In 2024, 43 per cent of
respondents were travelling with children
compared to only 25 per cent in 2019.
Families with children largely stay at rented
cabins and share expenses between
multiple people. This results in lower
expenditure per person but higher
expenditure for the travel party.
Additionally, if the holidays are increased
by one additional day compared to 2019,
expenditure increases even if daily
expenditure remains stable.

More people purchasi-hg

package holidays

1in 3 ski tourists say that they purchased
the entire (13%) or parts (23%) of their
holiday as a package holiday.

The proportion of respondents
purchasing package holidays has

' doubled from 2019 to 2024. This also

means that a greater proportion of
expenditure on the holiday is linked to
the package holiday. Every four kroner
spent on skiing holidays in Norway are
spent on a package holiday. 1in 3 ski
tourists purchase packages that include
accommodation (95%), transport to
Norway (60%) and lift passes/ski school
(50%). A minority state that the
packages also include meals or other
activities, especially among cross-
country skiiers.




Topic 1:
Ski Tourists In
Norway - an overview

Definition of ski tourists and key
characteristics of international ski
tourists visiting Norway during
the 2024 winter season.



Topic 1: Ski Tourists in Norway — an overview

Definitions of ski tourists,
cross-country tourists,
alpine tourists and pure
alpine tourists

In this report, we distinguish between three types of
ski tourists: cross-country tourists, alpine tourists on
short breaks and alpine tourists on long breaks.

Approximately 20 per cent of ski tourists participate
in both alpine and cross-country skiing and these
tourists end up in both the group for alpine tourists
and the group for cross-country tourists.

There is also a group of ski tourists that participate
in neither cross-country nor alpine skiing but who
have responded that they participate in other skiing
activities, such as ski school, randonné skiing or
summit ski trips. These tourists account for 9 per
cent of ski tourists and have been included in the
total overview of ski tourists but are not included in
the cross-country or alpine groups.

q Innovasjon
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Have you already, or do you intend to do any of the following outdoor activities on this

trip in Norway?

Hiking/ Experiences in

walks nature g e

Water Cycling/
activities road cycling

Ski tourist in Norway

A ski tourist is defined as an international holidaymaker who has stated that they have
participated in at least one skiing activity during their holidays in Norway.

Can you go into more detail regarding the skiing

activities you have done or plan to do?

| \

Alpine tourists

A ski tourist who has responded that they have or intend to
participate in alpine skiing/snowboarding during this holiday in

Norway
%,o
Alpine tourists on
short breaks
An alpine tourist staying for An alpine tourist staying for
6 or fewer nights 7 or more nights

A ski tourist who has
responded that they have
participated in or intend to

participate in cross-country
skiing during this holiday
in Norway.



Topic 1: Ski Tourists in Norway — an overview

What skii ng activities do What other skiing activities do cross-country tourists participate in or intend to participate in?
Ski tou riStS partiCi pate in? . . 77% of all ski tourists 52% of alpine tourists 48% of alpine tourists

are alpine tourists are on a short are on along

L L break break
The majority of people participating in cross-country
skiing also participate in alpine skiing. It may therefore m /Alpine tourists on short u Alpine tourists on long
seem breaks breaks
a bit strange to refer to them as cross-country tourists.
Cross-country tourists differ from alpine tourists in so 13% 1%
far that they are more open to activities and ? o
experiences other than skiing activities. They . . a% % 1% 1%
participate in more types of activities and take longer N — e—
holidays in Norway than Cross- Ski school/ski Summit ski Other skiing activities
those who do not participate in cross-country skiing. country training trips/randonné

skiing
Cross-country tourists are more likely to come from
Germany, the UK and the USA, but Denmark and g . 349 of ski tourists are cross-country tourists
Sweden remain by far the largest markets also for 25 (B Cross-country tourists o
cross-country tourists.

58%
The youngest ski tourists, including both cross-country
and alpine tourists, are more interested in combining
skiing with other activities and experiences than older
ski tourists and those travelling with children.

10% 8%

Sh(;rtt alpi::e hoIi?ays arrle Itfcljose that Tr;tail 6 or fewer: e I 1%
nights and long alpine holidays entail 7 or more nights. Alpine skiing/ ) ) o . I
29% of alpine tourists stay for 7 nights. This means that snowboarding Ski school/ski Summit ski ST SIS ECHIeS
six fh ten of the group that take long alpine holidays in training trips/randonne

Innovasjon

NoWvaysspend a week here. 6



Topic 1: Ski Tourists in Norway — an overview

Characteristics of alpine
tourists on short breaks
in Norway

Alpine tourists on short breaks have a higher
daily expenditure and are more likely to buy
package holidays. Many people purchase
package holidays that include transport

to Norway.

Alpine tourists on shorter holidays primarily
travel to ski and participate in few activities
that are not ski-related during their holidays.

The majority (52%) travel with children and
18 per cent of Danish tourists attend ski
school.

These tourists have a low NPS* compared to
other groups of tourists. There are many
Swedes (which brings the NPS down). They
are less satisfied with the weather but very
satisfied with the price in relation to quality.

q Innovasjon
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* See definition of NPS in the appendix.
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Half of the tourists would

highly recommend Norway
1in 4 plan to ski only and are as a destination
not planning any other
activities

oSS =~
ﬁ L L)

Half of overnight
accommodation

FOI’elgn was in rented
alpine cabins

tourists on

short breaks o
W
Alpine tourists want to be

physically active and use
their bodies and are
more interested in
adrenaline and
excitement

O O
[I.I@
Half travel with
children

&

They want to
experience quality time
with others

They frequently travel
to Norway, more than

half visit Norway one or
more times each year



Topic 1: Ski Tourists in Norway — an overview

Characteristics of
alpine tourists on long
breaks in Norway

Alpine tourists on skiing holidays with 7 or more
overnight stays spend less money per day but
stay for slightly longer, thereby spending more
money overall on their holidays in Norway. 1in 4
have purchased a package holiday, significantly
fewer than for those on short breaks.

Danish and Swedish ski tourists account for

a smaller share of tourists, 65 per cent of long
breaks and 80 per cent of alpine tourists on
short breaks.

Alpine tourists on long breaks want to be
physically active, but few participate in activities
(only 2.4 different activities). Alpine is the
primary activity.

They are younger than tourists on short breaks,
6 in 10 are below the age of 40 years. There are
fewer families with children (40%) and 1in 3
travel with friends. They are more open to
different types of activities and experiences
than alpine tourists on short breaks.

q Innovasjon
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Nearly half of the alpine tourists
would highly recommend
Norway as a destination

1in 3 travel with friends
oo
oo

2
$Ia og
W

o
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o
They are more likely
to visit Oslo and

Western Norway.

They are very satisfied
with an attractive activity * %
*

offer * x*

. Half want to
Fo reign expetience cold

. weather, snow and
alplne winter. 1in 4 want to

tourists on try something new

1in 4 are visiting
O
N
Alpine tourists want to

ong breaks  Norwayfor the
be physically active

first time
and use their bodies
during the holidays



Topic 2: The characteristics of ski tourists in Norway

What characterises alpine tourists ® Apinctourists | @ Alpine tourists on
on Short or |Qng breaks? on short breaks long breaks

Travelling ’/@ 39%/ 40%

o O with
- a0 F
ik <\ NOK 1525 /

| 47% ALy
25% 20% 22% 21% 13% °cO° NOK 925

Travel to Norway for
Daily expenditure

leisure or holidays /134% [/25% 116% /12% [13% 52% | 45%

at least once a year Under 30 years - 30-39 years [ 40-49 years f  50-59 years f ‘Over 60 yearss

of age of age of age of age of age

Top four markets for alpine tourists on short breaks

C3 51%

9\ 4.9/ 4. ~
[II['Q jv?raéeiurgnber of | g 29%/ 32% oo . 4_% 4_%

travelling companions* Have purchased all Travelling with friends
or part of the trip as Denmark Sweden UK Germany
& a package holiday
o -— Top four markets for cross-country tourists on long
4 6 / 9 4 E” = breaks
-9 —®29/47 %
Average number of : ) 21% o o
overnight stays in Norway Average number of . O 7% 6%
activities** F— F—
*Travelling companions indicates the total number of people travelling together in a group
q Innovasjon **The average number of activities per day is calculated as the average number of activities respondents participate in or Denmark Sweden Germany UK
- Norge plan to participate in of all specified winter and cultural activities



Topic 1: Ski Tourists in Norway — an overview ﬁ t,
Characteristics of foreign <Us =
cross-country tourists o are olcler Ul

alpine tourists and
travel without children
to a greater extent

Want to experience a wider
range of activities and
experiences during their

6 in 10 cross-country tourists also participate holidays than alpine tourists

in alpine. They stay in Norway for longer and
spend more money overall per person on
their holidays.

They are more satisfied, more committed to @

sustainability and more willing to recommend
Norway as a holiday destination to others.

At the same time, only 34 per cent state that
they are very satisfied with the options for
experiencing local culture and lifestyles.

Foreign cross-
Originate to a greater cou ntry tOU riStS
extent from countries
outside Scandinavia

The majority (55%) come from Sweden and
Denmark, but the proportion from
neighbouring countries is lower for this type of
holiday than for alpine. They are more
interested in combining skiing activities with
cultural experiences during their holidays.

The cross-country tourist is older than the

alpine tourist, 4 in 10 are over the age of

50 years. They are more interested in peace

and quiet and prefer these ahead of

adrenaline -
and excitement. 1in 4 have visited Oslo and

they increasingly arrive in Norway by plane

(39%).

>

4in 10 travel to
Norway by plane

&

About 1in 3 cross-country tourists
looked into sustainability when
planning their holidays in
Norway

They are ambassadors for
Norway and recommend
Norway as a destination to a

greater extent than alpine
tourists

40
The cross-country e
tourist increasingly k
looks for peace and
quiet, nature
experiences

and is curious about
Norwegian outdoor life



Topic 2: The characteristics of ski tourists in Norway

What are the characteristics of alpine
and cross-country tourists?

Q Kr

51%
/| 56%

Travel to Norway for
leisure or holidays
at least once a year

00 a0
19% 17%
117% | 20%

29%
| 22%

22%
| 23%

13%
/ 18%

Under 30 30-39years 40-49years 50-59 years Over 60 years
years of age of age of age of age of age
[ﬁﬁﬁwmo Pery 30% / 26%
. " 0, 0, (°] (o]
Average number of ~’ 33/° / 33/° 00

travelling companions* Have purchased all
or part of the trip
¢ as a package

holiday

Travelling with friendsm

—® 3.8/6.1

6.9/82 =

Average number of
overnight stays in Norway Average num?*er
s

*Travelling companions indicates the total number of people trg/];@r%ttlo\g&h%r as a group, not only the part of the group with joint
finances.
- q :\:':%‘;aslon **The average number of activities per day is calculated as the average number of activities respondents participate in or plan to
participate
in of all specified winter and cultural activities

@ Alpine tourists / @ Cross-country tourists

Travelling I/@ 4000 / 42%

with

chitgren -
% <3 NOK 1,235/
49% | 38% 203 NOK1,370

Daily expenditure

Top four markets for alpine tourists

48%
25%
- 5% 5%
| |
Denmark Sweden UK Germany
Top five markets for cross-country tourists
33%
22% 13% 7% 7%
- | |
Denmark Sweden Germany UK USA



TopIc 2:
Expenditure and
payment methods

How much money does the ski
tourist spend and what payment
methods

do they use during their holidays?



Topic 2: Expenditure and payment methods

The daily expenditure of the ski tourist

Daily expenditure is at around the same level as in 2019. This is primarily due to the fact that the number of people Calculation of daily expenditure and total expenditure:
: i : Respondents have stated how much money they have spent on
in the group has increased py one person from 2.1to 3.1 people sharlng expenses. There are 'more. people to sh.are the trip to Norway overall and broken down by difforent expenditure
costs with for accommodation and transport. Just over half of all overnight stays take place either in rented cabins items. Expenditure has been stated for the entire group sharing
(42%) or through privately rented accommodation (12%). In 2019, 25 per cent of foreign ski tourists were families NEMEES, D7 CRMEME TS (757 [PEREEm S e e s (o)
i i L. . . . i . dividing by the number of travel companions and number of

with children, this increased to 43 per cent in 2024. This is the main reason for the size of the group having overnight stays. Expenditure has been controlled for typing errors
increased since 2019 and also for expenditure for the group as a whole having increased significantly more than 2] UHIEIS (a7 S84 VB (2157 ETE) ey |G SEEMEE)
expenditure per person. . . .
Average daily expenditure (NOK) per person for Average total expenditure (NOK) per person for Average total expenditure (NOK) for the entire group
ski tourists ski tourists of travel companions

NOK 9 659 NOK 30 257

NOK 7 905
NOK 1,275 NOK 1,330
NOK 16 601
2019 2024 2019 2024 2019 2024

Note: 19 per cent of ski tourists have purchased a package holiday that includes all or parts of their transport to Norway. For these tourists,
transport to Norway has been included as part of the expenditure on the holiday. For other tourists, transport to Norway has not been included in

. the calculation
- q m;\:g\;asmn of expenditure. A ski tourist has an average expenditure of NOK 1,755 for transport to Norway, which amounts to NOK 275 per day. 13



Average daily expenditure and total expenditure per person for ski tourists

Topic 2: Expenditure and payment methods

: : e
Foreign ski tourists .o .

: E= 2% i
expenditure by market Cultura D Total
Accommodation Outdoor oxverience  2ckage o ally . expenditure*on
P activities P holidays expenditure*  iho \whole holiday
Ski tourists spend a much higher proportion of their Fore'girr‘}i(';'t;’u“sm 34% 8% 19% 15% NOK 1,330 NOK 9,660
expenditure on outdoor activities than other tourists

Who are Visiting NOrway.  mmmmm oo oo

1in 3 have purchased all or parts of the trip as part of a Germany 2 1% 16% NOK 1,735 NOK 16,055
package holiday and the expenditure for the package

accounts for 23 per cent of the expenditure of ski

Danish ski tourists differ significantly from British and

semanstions TN R
Denmark 38% 5% 24% 18% 13% NOK 1,110 NOK 6,670

90 per cent of overnight stays for Danish ski tourists
take place in Eastern Norway and 2 in 3 overnight stays

take place at rented cabins. Sweden 18% NOK 995 NOK 5,590

Ski tourists from the UK, however, spend 2 in 3 nights

ata hotel and 55 per cent of overnight stays tak? place Other Europe o 139 159 7% NOK 1,325 NOK 9,785
in Eastern Norway, while 16 per cent take place in Oslo,
15 per cent in Northern Norway and 13 per cent in
Western Norway. Brits are less likely to travel with Andre utenfor
children (only 20 per cent) and are more likely to Europa 21% 8% 9% 15% NOK 2,215 NOK 24,830
combine skiing with cultural experiences.
Note: The percentages in the graphs have been rounded up. It is therefore possible that the numbers do not add up exactly to 100%.

q Innovasjon Percentages of or below 3% are not included. 14

u Norge Daily expenditure on transport to Norway is not included in the calculation of daily expenditure and total expenditure.

*The average expenditure has been rounded to the closest NOK 5.



Topic 2: Expenditure and payment methods

The daily expenditure
of the ski tourist

Alpine tourists on short breaks are more likely to
purchase a package holiday to Norway. They
also

have a larger group of travel companions than
other groups. This also means that transport to
Norway is included in the package. These
tourists therefore have a higher expenditure as
transport

to Norway has been excluded from expenditure
for those who for whom this is not included as
part of a package holiday.

There are many families with children in this
group and an average of 3.4 people have joint
finances.

This means that the average daily expenditure
for

a group of travel companions on a short alpine
break is NOK 5,454, which is considerably higher
than the other groups with smaller groups of
travel companions.

Ski tourists spend just under 20 per cent of their
budget on outdoor activities. This is high
compared to other types of tourists visiting
Norway.

Average daily expenditure per person for ski tourists

Alpine tourists
on short breaks

Alpine tourists

¢ q h [o)e] vila
= = =
Accommodatio  Transport Oujtd_o_or CuI’FuraI Pac_kage Other
n activities experiences holidays
40% 8% 20% 17%

on long breaks

Cross-country
tourists

Note: The percentages in the graphs have been rounded up. It is therefore possible that the numbers do not add up exactly to 100%.
Percentages of or below 3% are not included.

Daily expenditure on transport to Norway is not included in the calculation of daily expenditure and total expenditure.

*The average expenditure has been rounded to the closest NOK 5.

Average daily
expenditure*

NOK 1,525

NOK 925

NOK 1,370

15



Topic 2: Expenditure and payment methods

What is included in the
package holiday?

1in 3 ski tourists purchase package holidays.
Package holidays nearly always include
accommodation at a hotel or rented cabin and the
majority also include ski passes/ski school and
transport to Norway in the package. Cross-country
tourists are more likely to have food, activities and
transport within Norway included as part of the
package holiday.

All or part of the trip purchased as a package
holiday

42%
33%
24%

Alpine tourists on Alpine tourists on Cross-country
short breaks long breaks tourists

q Innovasjon
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What is included in the package holiday?
The proportion of foreign ski tourists on package holidays who have stated that the activity was part of the package holiday

100/o 98%

62% 61% 62% 60%
57% 49%
(o] 0O,
38% 43% =
17/ 194, 17<y 22% g V%
0
-

Accommodation Ski pass/ski school Transport to Norway Transport in Norway Meals (two or more Activities/excursions
meals per day)

1
_____ » :

v

Breakdown of overnight stays by accommodation type
The proportion of foreign ski tourists on package holidays who have stated that accommodation was part of the package

holiday
82%
56% 54%
24% 30%
16/° % 12%
1% 0% E L% 1% 1% 1% 1% 1% 0% .
Rented cabin Hotels Own cabin Youth hostel Private rental Hurtigruten/Havila

Note: 19 per cent of ski tourists have purchased a package holiday that includes all or parts of their transport to Norway. For these tourists, transport
to Norway has been included as part of the expenditure on the holiday. For other tourists, transport to Norway has not been included in the
calculation of expenditure. A ski tourist has an average expenditure of NOK 1,755 for transport to Norway, which amounts to NOK 275 per day. 16



Topic 2: Expenditure and payment methods

Very few people use cash

during their holidays
in Norway

Foreign ski tourists primarily use Visa and Mastercard during their skiing holidays in Norway. 94% of ski tourists
have paid either by Visa and/or Mastercard during their stay. Only just over 1in 10 use cash. Cash expenditure has

decreased compared to 2023.

What means of payment have you used in Norway on this trip?
The proportion of tourists who have stated that they used the means of payment

H Alpine tourists on short breaks

67%67%
59%

42%14%’:5%

14%
11%10%

Debit card

Visa Mastercard

q Innovasjon
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m Alpine tourists on long breaks

16%
15%395 12%

9% 8%

l I . I 2% 2% 2%
Other payment Cash Other credit cards
solutions (e.g.

Swish, Vipps,

Mobilepay, etc.)

m Cross-country tourists

00 4% 7

— |
American Express

0% 0% 1%
Other means of
payment

Discover

3% 1% 2%
|
Don't know

17



Topic 3
Activities and
experiences

What motivations do ski
tourists have in relation to
experiences? What experiences
do they participate in during
their holidays in Norway?

—_——— .
- -
Photo: Pea)gwitmy.com %
“ \
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Topic 3: Activities and experiences - Nature

Physical activity in cold
weather, show and winter

Being physically active and using their bodies is the
main motivation for spending time outdoors for both
alpine and cross-country tourists. Quality time is
more important for alpine tourists on short breaks
and they are less concerned about peace and quiet
and more interested in adrenaline and excitement.

Tourists on longer breaks have more time, do more
and are more interested in peace and quiet. This is
especially true for tourists participating in cross-
country skiing. The nature experiences themselves
are more important to this group than for the alpine
tourists.

Cold weather, winter and snow is an experience in
itself and nearly as important as being active for
cross-country tourists and more important than
quality time with others for tourists on longer alpine
breaks.

q Innovasjon
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When you spend time out in nature on this holiday in Norway, which of the following statements best
describes what you are looking for?
The proportion of tourists who selected “Yes".

—— Alpine tourists on short breaks Alpine tourists on long breaks
0% 20% 40% 60% 80% 100%

ﬁ | want to be physically active and use >

7\ my body
00 ) o
[l o S | want to experience quality time

with others

b * | want to experience cold weather, /

** o snow and winter /
O . .
| want to experience an adrenaline
rush and excitement

o
| want to experience spectacular '
nature and natural phenomena
( @ | want to cultivate my interests
|
(o)
\% I am looking for peace and quiet
—_—
0% | want to try something new
Vi _
o—(\—o | want to seek out a variety of
2 activities and experiences



Topic 3: Activities and experiences - Nature

Ski tourists are primarily interested in skiing

Alpine tourists are much less interested in other types of activities and experiences than other foreign tourists. Only 2 in 10 are interested in nature

experiences. Those who are on longer breaks participating in alpine skiing. Cross-country tourists often combine ski trips with hikes and a minority are also

interested in cultural experiences during their holidays.

Have you done or are you planning to do any of the following activities on your holiday in Norway?
The proportion of tourists who answered that they have done or plan to do the following activities during their holidays

B Alpine tourists on short breaks

42%

35%
28%
23%
15% 15%

I
]
=

17% 14%

£
Hiking/walks Other nature experiences

(e.g. playing in the snow, driving
a snowmobile, snowshoeing)

Nature experiences
(e.g. the Northern Lights,
fjords, mountains)

q Innovasjon
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m Alpine tourists on long breaks

1%

8%
N ]
.

<

e

Northern Lights

6%
3% 3%

&

Fishing

0% 2%

3
|
/I

o~
o~

Water activities (e.g. fjord cruise,

whale watching, sauna)

20



Topic 3: Activities and experiences - Nature

Ski tourists primarily
want to participate
in skiing activities

Alpine tourists on short and long breaks also
participate in cross-country skiing and cross-country
skiing is the second most important activity for both
of these groups. For those on short breaks, 23 per
cent participate in cross-country skiing and 28 per
cent of those on long breaks also participate in cross-
country.

Just over 1in 10 alpine tourists on short breaks
participate in a ski school, want to experience the
mountains and are interested in short walks. This
means that 9 in 10 do not participate in these
activities.

Cross-country tourists and alpine tourists on long
breaks are somewhat more interested in doing other
activities, but it is only walks and the mountains that
more than

2in 10 are interested in.

For ski tourists, activities that involve wearing skis are
the most important activities during their holidays.

q Innovasjon
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Can you go into more detail regarding the activities you have done or plan to do?
The proportion of tourists who answered that they have done or plan to do the following activities during their holidays

—o— Alpine tourists on short breaks Alpine tourists on long breaks

0% 5% 10% 15% 20% 25% 30% 35%
Ski school/ski training 9
1
Experiencing the mountains
Short trips in natural surroundings
(under two hours)
Experiencing Norwegian outdoor life J

Experiencing the fjords

Summit ski trips/randonné

Playing in the snow

Experiencing the Northern Lights

Long trips in natural surroundings
(over two hours)

Sauna

Snowshoeing
21



Topic 3: Activities and experiences - Culture

Ski tourists primarily want to ski

The youngest tourists are much more interested in combining skiing with other types of activities and experiences. Over 20 per cent of those under 40 years of age want
spa and well-being and 22 per cent of those under 30 years of age want to experience the nightlife. Culinary experiences are also more important for younger tourists.
Over 30 per cent of those under 30 and 26 per cent of those between 30 and 40 will prioritise culinary experiences during their skiing holidays.

Have you done or are you planning to do any of the following activities on your holiday in Norway?
The proportion of tourists who answered that they have done or plan to do the following activities during their holidays

H Alpine tourists on short breaks m Alpine tourists on long breaks m Cross-country tourists

0,
30%31% 28%

23% o 23%
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Shopping/seekin City Culinary Experiencing Spaand well-  Sightseeing Experiencing Experiencing art Experiencing  Experiencing  Experiencing Round trips Visiting Other cultural
gout places experiences experiences nightlife being attractions and history and lifestyles and theatre, amusement experiences
with good and sights architecture cultural traditions concerts and parks/zoos
shopping heritage performances
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Topic 3: Activities and experiences - Culture

Alpine tourists visit
for the slopes

Although ski tourists are primarily interested in
alpine and cross-country skiing, 52 per cent of
cross-country tourists, 46 per cent of alpine tourists
on long breaks and 33 per cent of alpine tourists on
short breaks are also interested in culture. This
means that they are interested in experiencing
either history and cultural heritage, art and
architecture, attractions and sights, concerts,
lifestyles and traditions and/or culinary
experiences.

For cultural tourists, the motivation for seeking
cultural experiences is primarily to get to know the
places better and to explore something new and
exciting. Many also combine skiing activities with
the cultivation of cultural interests.

q Innovasjon
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When seeking cultural experiences on this holiday in Norway, which of the following statements best

describes what you are looking for?
The proportion of tourists who selected “Yes".

@

o0

S >

L4

@

8] —

| want to get to know the
places | visit better

| want to explore and discover
something new and exciting

| want to learn and
immerse myself

| want to seek out a variety
of cultural experiences

| want to experience the main
attractions at the places | visit

| want to meet people

| want to cultivate my interests

| want to visit places | have
experienced in film or literature

| want to experience
a particular artist

0%

—@— Alpine tourists on short breaks
5%

10%

Alpine tourists on long breaks
15%

20%
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Topic 3: Activities and experiences - Culture

Cross-country tourists
are more interested in
cultural experiences

Among ski tourists, it is particularly those under 30
who want to combine skiing with cultural
experiences.

No less than 40 per cent of cultural tourists are under
30 years of age. They account for a smaller
proportion of overnight stays in Eastern Norway.
Tourists up to the age of 40 are more interested in
culinary experiences and trying something new, both
when outside in nature and when seeking out
cultural experiences.

Cross-country tourists are more interested in cultural
experiences than alpine tourists, especially alpine
tourists on short breaks. It is important to note that
none of the cultural experiences appeal to more
than

a small number of ski tourists.

Ski tourists who combine skiing with other outdoor
activities or cultural activities are more likely to visit
Oslo and Northern Norway than the ski destinations
in Eastern Norway.

q Innovasjon
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Can you go into more detail regarding the activities you have done or plan to do?
The proportion of tourists who answered that they have done or plan to do the following activities during their holidays

—o— Alpine tourists on short breaks Alpine tourists on long breaks

0% 5% 10% 15% 20%
Experiencing the food culture

Visiting historic buildings/sites

Experiencing the local atmosphere
and lifestyle

Visiting landmarks and cultural attractions
(churches and memorial sites, etc.)

Visiting art museums

Viking history and experiences
Experiencing modern art 1

Visiting parks and gardens

Experiencing a special dish

Visiting historical museums

Experiencing distinctive architecture
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TopIc 4
Satisfaction and
willingness to
recommend

How satisfied are ski tourists
with their holidays in Norway?



Topic 3: Activities and satisfaction

NPS is lower than before the pandemic

Both satisfaction and willingness to recommend are somewhat lower than before the pandemic. This is reflected in the NPS. Swedish ski tourists in particular pull the NPS
down. Swedish ski tourists have an NPS of just 52, while the Danish is 69, German is 79 and British is 84. Regardless of season, it is much more difficult to get Swedes to
become ambassadors for Norway as a destination. The NPS for Swedish ski tourists is at around the same level as it is in summer. The composition of guests, with a large
proportion of Swedes (and Danes), means that the NPS is lower for ski tourists. At the same time, NPS is also considerably lower for the age groups below 50. Those over
50 have an NPS

of 72 and this group includes more cross-country tourists and a smaller proportion of Swedish ski tourists.

o
emg NPS (NET PROMOTER SCORE)*

Average overall Average willingness
10,0 Satisfaction to recommend
(0-10) (0-10)
B Ambassadors 1 Passive m Critics NPS
9,5 9,3
90 88 8,9 8,9 9,0 Alpine tourists on
! ' short breaks
8,6
8,5
Alpine tourists on
8.0 long breaks
7,5 Cross-country
Alpine tourists Cross- Alpine tourists Cross- tourists
on short breaks country on short breaks country
. : tourists i ists tourists
Alpine tourists Alpine tourists *See the definition of NPS in the section on
on long on long methods.
breaks breaks
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Topic 3: Activities and satisfaction

Good food at restaurants and eateries is irrelevant to nearly 1in 3 ski tourists

A total of 43 per cent of Danish ski tourists responded “not applicable” when asked whether they are satisfied or dissatisfied with “good food at restaurants and eateries”
during their holidays in Norway. This indicates that they do not take advantage of the food and beverage offerings when on a skiing holiday in Norway. “Only” 20 per cent

of Swedes responded the same and only a small minority of Brits (3.5%) and Germans (10%) say that they consider eateries and restaurants to be not applicable on their
holidays in Norway.

How satisfied or dissatisfied are you with the following?
The proportion of “Not Applicable”.

H Alpine tourists on short breaks m Alpine tourists on long breaks
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54%
45%
41%377
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much litter g staff experience in nature and sights purchase means of and lifestyle
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Topic 3: Activities and satisfaction

4 in 10 are very satisfied with the price in relation to quality

Foreign ski tourists are most satisfied with the activities on offer and a whole 70 per cent are very satisfied with an attractive activity offering. This is higher for ski tourists
than for winter tourists in general. Ski tourists are also much more satisfied with the price in relation to quality than other winter tourists and much more satisfied than they
were in 2019. During the 2024 winter season, 38 per cent said that they were very satisfied with the price in relation to quality. Of Danish ski tourists, 53 per cent are very
satisfied with the price in relation to quality. In 2019, only 12 per cent of ski tourists were very satisfied with the price in relation to quality.

How satisfied or dissatisfied are you with the following?

The proportion of “Somewhat” and “Very" satisfied.

Dark colours and white percentages = “Very satisfied”
Black percentages = “Very satisfied” + “Somewhat satisfied”

% 94%

89 87% 89% 87% 90% g7y ?

73%

64% 6% M 5o, B G5% Il 6% I 717 [l 6 7%
¢ (] °
M [D 1 $\
Planningthe Accommodatio Everythingwas  Attractive
trip was easy nthat met clean andthere  activities

wasn't much
litter

expectations
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H Alpine tourists on short breaks

91% 92%
86% 86% _ 83% 84% 83% 83% o 79% 82%
76% 74% 71% 71%

0,
64% 61% 59% 0% o 61% [ 60% [l 62%
° 53% 50% .
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o9 o M o
2 kkk Qo -2 == J
ltwas easyto  Good service Marking of Accommodatin Good weather Good food in Prices were
find things to and hiking trails glocals restaurants  consistent with
do and accommodating and skiing trails and eateries quality
experience staff in nature

Note: Tourists who answered “Not Applicable” have been excluded from the calculations.

m Alpine tourists on long breaks

76%

69%

a2 >

9

It was easy to
find
destinations,
means of
transport and
experiences
that do a little
extra for nature
and the
environment

88%
68% ., 68% 68% 72%
60%
51%
46%
68%
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Interestingand  There were  Opportunityto Museums and

exciting attractive local  experience cultural
attractions and  products to local culture experiences
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Topic 3: Activities and satisfaction

Cross-country tourists are most satisfied

In general, both alpine tourists and cross-country tourists are more satisfied compared to 2019, while cross-country tourists are still somewhat more satisfied.

How satisfied or dissatisfied are you with the following?
The proportion of “Somewhat” and “Very” satisfied.

Dark colours and white percentages = “Very satisfied”

Black percentages = “Very satisfied” + “Somewhat satisfied” m Cross-country tourists
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TopIC 9
Sustainability and
Ski Tourism

To what extent do ski tourists
consider nature and climate before
and during their holidays? How does
this affect their behaviour during
their skiing holidays in Norway?



Topic 4: Sustainability and Ski Tourism
The importance of

sustainability in the planning

and selection
of destinations, means of
transport and experiences

Only 23 per cent of alpine tourists and 33 per cent of
cross-country tourists actively check whether
stakeholders look after nature or are climate-friendly
when planning their skiing holidays. Around 1in 10
actively avoid destinations or means of transport for
reasons of

the climate.

This is around the same level as last year's winter
season. Danish winter tourists are least interested in the
climate and environment (19%) followed by the Swedes
(30%).

For all other markets, a minimum of 4 in 10 state that
they have taken nature or climate into account when
planning their holidays.

q Innovasjon
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Note: Percentages below 3% have not been included in the graph.

During the planning of this trip, did you look into whether the destination(s), mode(s) of transport
and/or experience(s) are environmentally friendly or climate-friendly?

H Alpine tourists on short breaks m Alpine tourists on long breaks

18%

Yes

73%

61%

10%

No Can't remember

When deciding where to go, were there any destinations, modes of transport and
experiences you did not choose out of consideration for nature and/or the climate?

Alpine tourists on
short breaks

Alpine tourists on
long breaks

Cross-country
tourists

mYes mNo Can'tremember m Did not look into
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Topic 4: Sustainability and Ski Tourism
Not easy to find stakeholders who make an extra effort for nature and the environment

Only 23 per cent of alpine tourists and 33 per cent of cross-country tourists actively check whether stakeholders look after nature or are climate-friendly when planning their
skiing holidays. It is concerning that so few, especially of the alpine tourists who are interested in sustainability, find it easy to find destinations, modes of transport and
experiences that make an extra effort for nature and the environment. Those who are interested in sustainability are considerably more interested in making sustainable
choices both when planning their holidays and during their holidays.

How satisfied or dissatisfied are you with the following? It was easy to find destinations, means of transport and experiences that do a little extra for nature and the environment
The proportion who responded “Very satisfied” and have looked into sustainability.

45%

33%

25%

Alpine tourists on short breaks who have looked into Alpine tourists on long breaks who have looked into Cross-country tourists who have looked into sustainability
sustainability sustainability

Innovasjon
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Topic 4: Sustainability and Ski Tourism
The Ski tou riStS Who have IOOked into 23 per cent of ski tourists say that they are willing to pay more to ensure that

nature and the environment are looked after. Cross-country tourists are

Whether stakehOIders IOOk after natu re and somewhat more positive, this is because these tourists increasingly

originate from markets outside of Scandinavia. Tourists from Germany, the

the climate before their holidays make more ;J:V?rr;crllizl;tthern Europe are more willing to pay to protect nature and the
sustainable choices during their holidays

On this trip in Norway, are you going to or have you done any of the following in order to safeguard nature, the environment and the climate?
The proportion of tourists who responded “Yes” to whether they have done or plan to do the following during their holidays

m Alpine tourists on short breaks Alpine tourists on long breaks
81% 79% 9
71%73% 4685 2% 70%
Have looked into whether 61%63% ° 62%59% 2 B )
. . O, ()
the destination, mode of 46%43% 45%41% 47/"37%40% 31743%37%
transport and/or °
experiences safeguard I
nature or are climate-
friendly
Have not looked into 4%
whether the destinations, 63% 63%7 °
O,

mode§ of trans]?ort arljd/or 36%49 ° 48% 3% - 0%41%
experiences safeguar 209%20% °© o %18% 0/199
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Topic 63

Target groups for
skiing holidays In
the markets

Potential for ski tourism in Sweden,
Denmark, Germany, the
Netherlands and the UK.
Summary of the findings from
Innovation Norway's target group
study from December 2023.



Topic 6: Target groups for skiing holidays in the markets

Target groups for skiing holidays in five markets

Q 5 Focus on skiing holidays from selected

country/market: Denmark, Sweden, Tmﬁﬂfﬁ;ﬁhe report presents selected findings from the target group study for the main foreign ski markets;
Germany, the Netherlands and the Sweden, Denmark, Germany, Netherlands and the UK.
UK

The study was conducted in December 2023. The purpose of the study was to develop a joint knowledge
724 platform for Norwegian tourism with insight into the needs and expectations of different target groups when it
comes to holidays, as well as to provide more insight into competition and Norway's position in relation to
different types of holidays. Innovation Norway will actively use the insights to contribute to strengthening
Norway's competitiveness.

respondents/interviews

802 Data collection and segregation

holidays in the last 3 years
The target group for the study was active tourists who had travelled abroad in the last three
years and who are interested in travelling abroad in the next three years. Holidays that make up
652 a small proportion of the total market but that are of relevance to Norwegian tourism have been
mapped skiing holidays with prioritised in data collection. This applies to skiing holidays, sports and active holidays, health

gletai)led data (segmentation and well-being, culinary holidays, hiking holidays, cycling holidays and adventure holidays.
ata
s SKiing in Denmark, Sweden, Germany, You can find more information about the target groups across different holiday types in “Target

the Netherlands and the UK , . " '
All tourism in Denmark, Sweden, Germany, groups and Norway's position” from July 2024 and more about Norway's brand and

the Netherlands and the UK competition in the report “Norway’s brand and market position”.

q Innovasjon
| Norge
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NB: In the UK, data collection was conducted only in selected geographical areas.



Topic 6: Target groups for skiing holidays in the markets
5% of active holidaymakers from Denmark, Sweden, Germany, the Netherlands and the UK have

been on skiing holidays in the last 3 years

The proportion of active holidaymakers who have been on skiing holidays in Norway and/or
skiing holidays in other countries in the last three years, as well as the total proportion of
active holidaymakers who have been on skiing holidays

Holidaymakers were asked to classify their foreign holidays Have beenona Have beenon a
; . : : ; i skiing holiday in skiing holiday in other
Eals.zd on a list of different holiday types, including skiing g v \ ling holiday i Have been on
olidays. ) ! skiing holidays in
. 5 general
They were also asked about their interest in different types of Average for markets 3 4%

holidays abroad in the future.

5 per cent of active holidaymakers have been abroad on a
skiing holiday in the last three years. 1in 5 skiing holidays in
these markets was in Norway. Danes and Swedes were more
likely to say that they had been on such a holiday in Norway.
The proportion Sweden 1% 3% 4%
is considerably smaller in Germany and the UK. No-one in the

Dutch market had been to Norway on a skiing holiday.

Denmark 2% 5% 7%

()
R

Germany 5%

UK 3% 3%

The Netherlands (S 6%
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Topic 6: Target groups for skiing holidays in the markets

Norway is in the top 3 countries for those who are interested in going on a

skiing holiday in the future

A total of 44 per cent of those who have been on skiing
holidays in the last three years or who are interested in going
on a skiing holiday in the future associate Norway with skiing
holidays. In this question, holidaymakers were able to select
from a long list of countries and were not asked about
Norway directly.

Only Austria and Switzerland had greater associations with
skiing destinations.

q Innovasjon
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Which countries do active holidaymakers who have been on a skiing holiday or want to go

on

a skiing holiday associate most with skiing holidays?

Austria
Switzerland
Norway
Sweden
Canada
ltaly

France
Finland
Germany
USA

New Zealand
Iceland
Slovenia
Spain
Denmark
Morocco
Nepal
South Afrika
Ireland
Scotland
Costa Rica
Greece

e 589/

eessssssss——— 18%
eesssss—— 3%
e 3%
s 9%
mmmmm— 9%
s 8%
7%

mm 4%

mmm 4%

4%

m— 4%

3%

= 3%

= 2%

= 1%

* Association with the destination has been measured among those who have been on skiing holidays or are interested in going on skiing holidays in the future

(6-10)
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Topic 6: Target groups for skiing holidays in the markets
Potential map for skiing holidays

Relatively
high interest

¥ Do you have a high interest in
travelling abroad on a future skiing

Scale from 0-10. The graph shows the proportion that selected 9-

10.

Low
interest

N

20%

15%

holiday?
S

5%

0%
0%

Norway is not suitable

Innovasjon
Norge

10%

20%

UK
()
Germany Sweden
() @
The Netherlands
@
30% 40% 50% 60%

Is Norway an ideal holiday destination for skiing

Scale from 0-10. The grapmi/da¥$?oportion that selected 9-10
among those who have a high interest in skiing. (9-10)

Denmark

@

70%

80%

Norway is ideal

The potential map shows how
large a share of the respective
markets are interested in going
on a skiing holiday in the future
(vertical axis) and how large a
proportion of these responded
that Norway is an ideal
destination for skiing holidays
(horizontal axis).

This means that, in the Danish
market, 15 per cent of active
holidaymakers are very
interested in going on a skiing
holiday in the future and 68 per
cent believe that Norway is an
ideal destination for skiing
holidays.

More than 50 per cent of those
who are very interested in going
on a skiing holiday from the UK,
Sweden and Denmark believe
that Norway is an ideal
destination for skiing holidays.
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Topic 6: Target groups for skiing holidays in the markets
Definition of holidays on skis

There is great variety in the needs, activities and
expectations tourists have when it comes to skiing holidays.
There are many holidays that include skiing activities, but
that holidaymakers do not classify as skiing holidays, such
as city breaks, nature holidays, adventure holidays or
holidays in the mountains.

Holidays on skis are defined as holidays abroad that satisfy
at least one of the following criteria:

is a skiing holiday and/or

includes alpine and/or

cross-country skiing.

The figure shows how skiing holidays are distributed
between holidays that are skiing holidays, holidays with

alpine and cross-country skiing and how these holidays
overlap.

q Innovasjon
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57%
of holidays
include alpine

21%
Alpine and
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13%
Skiing holidays
only

4%
Cross-
country and

Alpine and
ross-countr
skiing
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24%
Cross-

country
skiing

43%

of holidays on skis are
skiing holidays

38%
of holidays on skis

include cross-
country



Topic 6: Target groups for skiing holidays in the markets

Who went on skiing holidays in the last three years?

Those who have been on skiing holidays in the last three years have many of the same characteristics as the ski tourists who visited Norway during the 2024 winter season.
They are younger and more likely to travel with children and/or friends. 4 in 10 of those who go on skiing holidays are under 35 years of age. They are more likely to travel
with children and 48% of holidays have a duration of 5-7 days. 4 in 10 skiing holidays are purchased as part of a package holiday. Those travelling on skiing holidays have a

higher income and travel more than the average person.

43% | 29%

18-34 years of age

A4
t@
39% / 29%

Proportion of
package holidays
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42% | 36%

35-54 years of age

16% | 33%

Spouse/partner only

15% | 35%

55+ years of age

(ONO)
bO
52% | 31%

With children

mmmmm  Skiing holidays

2N\
--

=
48% | 36%

Top income
group

29% | 22%

With friends

All holidays

= 0

@
4.8 4.2

Number of holidays

\
24% | 32%

Long breaks, 8 or more
overnight stays

76% | 68%

Short breaks
1-7 overnight stays
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Topic 6: Target groups for skiing holidays in the markets

A skiing holiday must satisfy several needs

The holiday must provide the
opportunity to be
adventurous, explore the

A skiing holiday nearly always needs to satisfy unknown and get out of your

several types of emotional needs.

Activit d comfort zone. Re,

Six key needs dimensions have been identified and Ctivity an ‘9’/5,) I Relationships and
these are suitable for understanding and explaining movement @%@ communities
differences in needs and expectations across The holiday must % . . _—
different holiday types. Skiing holidays differ from rovide the % The holiday is about family time

. . P 2 and spending time with friends
other holidays abroad in so far that they place opportunity to 3 . . . '
greater emphasis on activity and movement PP yl 3; strengthening relationships and

' experience alot Z  creating unforgettable moments

The need to participate in physical activity (red) is and participate in 3

sometimes combined with a need to achieve
harmony and balance (blue) and at other times
combined with strengthening relationships (brown)
and sometimes adventurousness (orange) or
pleasure (lilac).

The analysis of skiing holidays shows that the way
in which these needs are combined is most suitable
for distinguishing between different target groups
for potential skiing holidays.

physical activity.

Luxury and
pleasure

The holiday must
offer quality,
luxurious pleasure
and exclusive
experiences.

of community and belonging.

The holiday is about creating
harmony and balance,
boosting mental well-being
and/or improving health and
lifestyle.

The holiday must offer the
opportunity to expand
horizons, learn something new
~N

Innovasjon and grow as a human.
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Topic 6: Target groups for skiing holidays in the markets

On skiing holidays, we want to be active and adventurous, experience a lot and
improve our health and lifestyle
The holiday must... Needs profile
... provide the opportunity to be physically active,
experience a lot and be adventurous. At the same
time, the holiday must contribute to improved health
and lifestyle. To a greater extent, the skiing holiday
must also be an opportunity for enjoyment - many

people are willing to pay to get the best experience.

ko)
K
We want this more than the 5
others... <

Enjoys being

physically active - 177

Be adventurous 145

Being active and

experiencing a lot - ol

Improving health and
. 136
lifestyle

Wanting the best and
willing to pay for it - 136

q Innovasjon
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EEN Skiing holidays

All holidays
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Topic 6: Target groups for skiing holidays in the markets

Ski target groups with different needs combinations

When working on the target group insights, nine different target groups were
identified across markets and holiday types. You can read more about these
target groups in the main report. There are consistently greater differences
in needs and preferences between target groups than between markets.

Here you can get a taste of the needs combinations that are important for
skiing holidays.

Of the nine identified target groups, Adventure, Quiet Nature, Comfortable
Relaxation and Active Nature are most relevant to skiing holidays.

For Quiet Nature and Active Nature, it is important to participate in physical
activity and they score high in the Activity and movement (red) dimension.
Active Nature is primarily concerned with skiing activities and do, to a greater
extent, want to experience an adrenaline rush and excitement, while Quiet
Nature increasingly want to combine skiing with other activities, particularly
hiking.

For Adventure (and Adventure Light), the holiday must provide the
opportunity

to be adventurous and get out of their comfort zone. They would like to have
access to many different types of experiences and activities during their
skiing holiday and want to satisfy needs in most needs' dimensions. They
often combine skiing with cities and natural phenomena.

Comfortable Relaxation go on very short breaks, and those who are on skiing
holidays focus on skiing. The holiday must help improve health and lifestyle,
harmony and well-being, preferably with an offering of exclusive restaurants
and shopping (lilac).

Adventure

Quiet Nature

Comfortable Relaxation

Active Nature

Adventure Light

Culture &
Nature

Social Culture

Luxurious Well-being }il ]

v | A

Art & Formative
Development

The target group's
share of skiing

The target group's
share of all holidays

<) —

o T
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Topic 6: Target groups for skiing holidays in the markets

Large difference between markets with regard to which target groups are important

for skiing holidays

Target group size (share of overnight stays)*
Target group share of overnight stays during holidays in each market

There are large differences betwealso, regard to

which needs combinations a skiing holiday must All holidays

deliver on. Adventure and Quiet Nature are the

largest target groups by far. All ski
holidays

The Danish market is clearly distinguished from the

other markets as nearly 70 per cent of skiing holidays Danish ski

are Quiet Nature or Active Nature. Quiet Nature is holidays

also, the largest by far in Germany, while Adventure

is the largest for skiing holidays in the UK, Sweden German ski

and the Netherlands. holidays

Comfortable Relaxation and Adventure Light are the ?fét.fdhaif

most important target groups in Sweden. These are

the shortest holiday breaks for young holidaymakers. Swedish ski

Adventure Light is more adventurous, and holidays

Comfortable Relaxation is more interested in

harmony and balance. British ski
holidays

m Quiet Nature
m Art & Formative Development

* Percentages below 2% have not been included in the graph.
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Topic 6: Target groups for skiing holidays in the markets

What qualities and features should the holiday experience ideally have?
The proportion of skiing holidays for which selected features have been specified

Features associated with
the skiing destinations

Those travelling on skiing holidays in Quiet Nature are most
interested in nature and the surroundings, as well as the
destination having a welcoming atmosphere. They want a
broad range of outdoor activities and hiking opportunities.
At the same time, they also want access to quiet zones and
destinations that are not overcrowded.

Active Nature is primarily interested in alpine skiing and all
other features associated with the skiing destination clearly
come second. It should be beautiful, welcoming and easy
to travel to.

Adventure wants life and vibrancy and is more interested in

. /

exclusive restaurants, a vibrant nightlife and opportunities Quiet zones . N
for adrenaline and excitement. They prefer self-catered
accommodation and (other) budget-friendly options. Vibrant and fun atmosphere
Comfortable Relaxation wants a menu of outdoor activities Different culture to back home
to choose from. These are very short breaks focusing on
the skiing activities and this young target group is more Romantic atmosphere
interested in exclusiveness and romance than on average. Exclusive restaurants and overnight \\\

accommodation )

q Innovasjon
| Norge

Beautiful nature and scenery

Pleasant atmosphere

Easy to travel to

Wide range of outdoor activities

Opportunity for adrenaline and excitement

A range of self-catering
accommodation options

- &

0%

- Active Nature - Skiing

Quiet Nature - Skiing —ae— All skiing holidays
Adventure - Skiing

Comfortable Relaxation - Skiing

10%
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Topic 6: Target groups for skiing holidays in the
markets

Activities and experiences
during the skiing holiday

Quiet Nature will primarily combine skiing activities
with relaxation, good food and short hikes in nature.
Spa and

well-being is also important to many of the
respondents

in the target group.

Active Nature is primarily alpine, often with spa and
well-being after a long day on the slopes and a nice
dinner in the evening. Other winter activities provide
a great supplement to skiing, but alpine is most
important for these.

Adventure would also like access to interesting natural
experiences (such as the Northern Lights) and city
experiences combined with skiing. They want to learn
and make exciting new discoveries during their
holidays.

Comfortable Relaxation is primarily interested in skiing,
but they are also interested in shopping and learning
new skills on skiing holidays. They are happy to visit
places they know from films, series and books.

q Innovasjon
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What activities should the holiday experience ideally provide?
The proportion of skiing holidays for which activities have been specified

Quiet Nature - Skiing
Adventure - Skiing
—@— All skiing holidays

- -@ - Active Nature - Skiing
Comfortable Relaxation - Skiing

Alpine skiing

Cross-country skiing

Winter activities other than skiing
Relaxation

Trying local food and beverages
Nature hikes (less than two hours)
Natural phenomena (e.g. Northern Lights)
Spa and well-being

Cities and villages

Discovering local culture and lifestyles
Learning new skills (e.g. skiing)

Shopping for art, crafts and local products

[ J

1

1

Experiencing places from films and books .'
% 10% 20% 30% 40% 50% 60% 70% 80% 0%



Topic 6: Target groups for skiing holidays in the
markets

Needs and expectations
for the holidays

Quiet Nature primarily wants to be physically active
and explore nature. The skiing holiday will boost
energy levels and provide an opportunity to be
adventurous and have fun. They are more interested in
the natural experience

as a source of energy.

Active Nature wants physical activity and fun with
friends. They want to cultivate their interests (in skiing).
It provides an energy boost and a sense of freedom.

Adventure is more interested in getting out of their
comfort zone and restoring harmony and balance.
Adventure has a wide range of expectations for the
holidays. It must create energy, harmony and, to a
greater extent, a lifestyle admired by others.

Comfortable Relaxation wants to cultivate interests,
learn and grow and preferably acquire new skills during
their skiing holidays. They are more interested in
creating

a lifestyle admired by others and believe that skiing
holidays are a great fit for successful people.

What activities should the holiday experience ideally provide?
The proportion of skiing holidays for which activities have been specified

Quiet Nature - Skiing - -@ - Active Nature - Skiing
Comfortable Relaxation - Skiing

Adventure - Skiing
—@— All skiing holidays
The holidays should provide the opportunity to:

Be active and experience a lot
Spend time with friends

Feel full of energy

Be adventurous

Have as much fun as possible
Cultivate my interests

Family comes first

Learn something and grow
Restore harmony and balance
Get out of my comfort zone

Live like the locals -~

4
Successful people \\.
|
Create a lifestyle admired by others i
0% 10% 20% 30% 40%

50%
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Appenan:
Data, methodology
and definitions

Overview of data, number of
interviews and methodology
for the weighting of data.



Data, methodology and definitions

Definition of terms

Term Definition

Tourist A touristin Norway is defined as a person travelling in Norway outside their usual surroundings for more than one day, but for less than half a year (or 183
days). If the latter is not the case, the person is regarded as residing in Norway and is therefore not considered a tourist.

Ski tourist A ski tourist in Norway is defined as an international holidaymaker who has stated that they have participated in or plan to participate in at least one skiing

Other winter tourist

Travelling
companions

Other expenditure

Package holidays

NPS

q Innovasjon
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activity during their holidays in Norway.

A foreign holidaymaker who has visited Norway during the winter season but who cannot be defined as a ski tourist.

Travelling companions refers to the number of people travelling together.

Other expenditure includes the tourists’ expenditure in addition to transport, accommodation, outdoor activities, cultural activities and package holidays.
This could include the purchase of groceries, items from cafeterias and kiosks, restaurants, etc.

A holiday purchased as a package holiday from a supplier, i.e. a package including at least two of the following services: transport, accommodation, ski
pass/ski school, two or more meals per day, activities/excursions.

Net Promoter Score (NPS) is a tool for gauging one type of loyalty and, in this context, it specifies the percentage of tourists who would recommend the
area as

a holiday destination. NPS is calculated on the basis of the following question: “On a scale of O to 10, where O is very unlikely and 10 is very likely, to what
extent would you recommend Norway as a tourist destination to others?”.Those who enter a score of 0 to 6 are described as being critics, those who enter a
score of

7 or 8 are described as being passive, and those who enter a score of 9 or 10 are described as being ambassadors.The NPS value is defined as the
percentage of tourists who are ambassadors, minus the percentage of critics, i.e. NPS = % ambassadors — % critics.
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Data, methodology and definition of terms

Data and methods

Number of interviews with foreign holidaymakers (ski tourists and
other winter tourists) who stayed in Norway overnight during the

This report takes a closer look at foreign ski tourists in Norway during the 2024 winter season. )
2023 winter season

The table on the right shows the number of responses from foreign holidaymakers in Norway
divided between ski tourists, alpine tourists, cross-country tourists and other winter tourists.

Data was collected by Norstat during the winter of 2024 (January to April). The interviews were ]
based on a sampling plan established on the basis of the overnight accommodation statistics

administered by Statistics Norway (SSB). Tourists were interviewed at attractions, overnight

accommodation, airports, ports, ski resorts, etc. ski tourists 1022
Respondents who either responded that they have been in Norway for more than 6 months Alpine tourists on 406
or that they are not staying in Norway overnight have been excluded from the analysis. Overnight short breaks

accommodation at hotels, campsites or cabin clusters (registered types of accommodation) is . .
Alpine tourists on

weighted by accommodation level with a weighting calculated on the basis 297
of the hotel, camping and cabin cluster accommodation statistics from Statistics Norway (SSB). long breaks
Overnight accommodation at other types of accommodation (unregistered types of Cross-country
accommodation) is weighted based on the distribution in the data and the overall distribution ST 358
of overnight accommodation from all enterprises.

Other winter
The weighting functions such that the individual respondent is weighted to represent a proportion tourists 2388
of the population. The weighted respondents therefore represent the total population. In order to
preventindividual respondents being of disproportionately significantimportance, the maximum Total 3410

weighting has been trimmed such that each respondent s not given too high a weighting. In this
way, the guests with many overnight stays are weighted more heavily than guests with few
overnight stays, but without individual guests being able to disproportionately affect the averages.
When we estimate an approximate number of overnight stays, this is done based on the
assumption that the random sample is representative of commercial tourism.

Innovasjon
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